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What Works?
Or…....

Prove that it works!



Media Evaluation in the Real World

• Limited funding restricts rigor of evaluation methods

• Environment constantly changing, making it difficult to 
plan a long-term study design
– Measurement, changing questions, longitudinal designs??!!

• Attribution- Other  program components or 
environment impacts make the job of linking an effect 
to any media intervention difficult 

• Success is in the eye of the beholder: What do you 
wish to show and to whom: program, partners, 
funders, Congress, scientific community 



Do Media Impressions Matter? 

Of Course



Going Beyond Counting

Good evaluation  depends on good strategic 
planning



Health of the Population

Health Behaviors of the People in the Population

Individuals 

•Cognition
-knowledge 
-beliefs
-self efficacy

•Affect
•Skills
•Motivation
•Intention
•Biological 
Predispositions
•Demographics

Social Networks
•Size and 
connectedness of 
personal network

•Social Support and 
modeling by:

-family
-peers 
-mentor

•Opinion Leader

Community 
•Social Norms
•Culture
•Social Cohesion
•Collective Efficacy 
•Social Capital
•Income 
Disparities
•Racism
•Systemic and 
economic barriers 

Advertising, earned media, partnership outreach



National Influenza Vaccination Week

• Goals:
– Increase the public’s 

perception of the 
seriousness of influenza

– Promote the benefits of 
vaccination

– Encourage Americans to 
get vaccinated in 
December and beyond



Campaign Elements

• Paid media
– Radio and TV spots
– Print ad in USA Today
– Added value included 

banner ads, live 
interviews, embedded 
promos in programming

• Earned media: audio 
and video bites 
packages



Impact through Process Measures

• Paid media reached 96 markets, reaching 2/3 
of America (155 million)

• Audio and video bites packages registered 20 
million audience impressions



Impact through Process Measures

• Jump in CDC hotline calls on flu (1000 to 
1800/wk)

• Awareness of NIVW captured in national 
randon digit dial survey

• Dosages shipped

• Immunization rates



Flexible! 
Variety of 

settings

Turn-key! 
Science-based 

program for the 
entire community

Fosters 
collaboration!

A national education program targeting youth, 
ages 8–13, and their parents and caregivers in 

home and community settings to meet the overall 
goal of preventing overweight and obesity.



Program Elements
Communities

◙ Evidence–based Curricula
◙ Local Partnerships
◙ Local Media
◙ Outreach Events

Partnerships
◙ Federal
◙ Clinical
◙ Outreach
◙ Associations
◙ Corporate

Media
◙ Web 
◙ Print
◙ Television



WE CAN! in the News:
Reaching 250 Million



Media: We Can! in National Print

Circulation: 7,628,424

Circulation: 2,470,692



Media: We Can! in Local Print

Sarasota, FLWhite Plains, NY Washington, DCDover, OH

South Bend, IN Pittsfield, MA

Local Stories 
Tracked: 459

Estimated Audience 
Reach: 13,782,704



Strong Community Growth!

We Can!  Site Recruitment Over Time
(Over 300% Growth since Program Launch)
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358 Community Sites

• 335 Communities

• 42 States

• 14 Founding Intensive 
Sites

• 33 Intensive Sites

• 315 General Sites

• 3 We Can Cities

• Multiple Settings

• Diverse Audiences

• Making Local Change 
Through:

– Curricula
– Media
– Events
– Partnerships



Broad Diversity in Implementation
Community Site Breakdown

Other
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Partnerships Taking Off!

• Over 20 National Partners & Supporting Organizations have 
joined We Can!

• Continually in ongoing discussion with additional partners

Federal Partners Clinical Partners
Outreach Partners Other Associations

Corporate Partners



Strong Corporate 
Interest and Outreach

• 16 Corporations are planning or have completed activities, including: 
Wal-Mart, Boeing, Giant, CVS, Mutual of Omaha, Health Monitor and 
others.

• 13 Corporations have expressed interest in the program, including: 
Heinz, Office Depot, United Airlines, Borders and Safeway.

Some Highlights
– Pepperidge Farm donated a one-page We Can! advertorial in 

the October issue of Parenting magazine. With a circulation of 
2.2 million readers, the estimated ad value for We Can! was 
approximately $100,000.

– Health Monitor Network, promoted We Can! in its Fall 2006 
newsletter, distributed to 2,190 physician waiting rooms 
across the country. The organization is currently working to 
develop a physician exam room door poster series with the 
American Academy of Pediatrics (AAP) and We Can! for 
distribution to AAP physicians throughout the country.



Health of the Population

Health Behaviors of the People in the Population

Individuals 

•Cognition
-knowledge 
-beliefs
-self efficacy

•Affect
•Skills
•Motivation
•Intention
•Biological 
Predispositions
•Demographics

Social Networks
•Size and 
connectedness of 
personal network

•Social Support and 
modeling by:

-family
-peers 
-mentor

•Opinion Leader

Community 
•Social Norms
•Culture
•Social Cohesion
•Collective Efficacy 
•Social Capital
•Income 
Disparities
•Racism
•Systemic and 
economic barriers 

Advertising, earned media, partnership outreach



Oct/’92      Nov’93     May’94     AUG’94

63%

81%

73%

80%

No MediaNo Media
Enforcement Enforcement

And MediaAnd Media
Enforcement



Annual Adult per capita cigarette consumption and major smoking and health 
events—United States, 1900-1998

Sources: United States Department of Agriculture; 1989 Surgeon General’s Report

Tobacco Promotion Personal health Envir. Smoke Counter-advertising

40 years
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